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August 11th, 2021
Prospect Press announces the No Presentation Class Project
The No Presentation Class Project is the team project design that ensures that students engage in deep
analysis of their project ideas, thoroughly apply class concepts, and fully leverage deep insight from
fellow classmates to improve and refine their digital innovation idea and execution.
PR Newswire, Burlington, VT (USA), August 11, 2021. Today Prospect Press announced a new concept
in Team Project design for the required Information Systems course. The approach ensures that you
get maximum learning value from team projects in your Information Systems course. With the No
Presentation Class Project, you no longer need to spend valuable time on the looks of your Power
Point slides, to rehearse your talk, or to worry about your presentation skills getting in the way of
your digital innovation idea. Plus, you are guaranteed that class feedback will be profound and
insightful because all your classmates will be able to comment on your ideas instead of waiting for
the end of your presentations or having low-insight questions sidetrack the audience and waste
valuable time. The No Presentation Class Project approach can be implemented at no extra cost in time
and effort for you or your professor, it simply shifts work from low return, inefficient activities (e.g.,
presentation preparation) to high return, effective actions (e.g., gathering pointed feedback from
classmates and the professor).
Team projects are a great way to help you develop critical managerial skills, such as “the ability to see
vividly potential meanings and relationships of facts […]; [the] capacity to make sound judgments on
the basis of these perceptions; and skill in communicating [your] judgments to others so as to
produce the desired results in the field of action.”1 The standard approach to digital innovation and
digital strategy projects in MBA and upper-class Information Systems courses is to ask the students
to work on an idea, develop it into a report, and present to classmates one or more times during the
semester. Relative to the objective of gathering feedback and sharing learnings, this traditional
method is suboptimal. Oral presentations have very low information density, are often boring, and
they put a premium on things that don’t impact the quality of the idea being shared – such as
presenters’ charm, wit, and overall platform skills.
As Yale professor and information visualization expert Edward Tufte notes: “For serious
presentations, it will be useful to replace PowerPoint slides with paper handouts showing words,
numbers, data graphics, images together. High-resolution handouts allow viewers to contextualize,
compare, narrate, and recast evidence. In contrast, data-thin, forgetful displays tend to make
audiences ignorant and passive, and also to diminish the credibility of the presenter […] From now on
your presentation software is Microsoft Word, not PowerPoint. Get used to it.”2 In the No Presentation
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Class Project, you capture your ideas in a detailed four-page document. Writing, editing, and refining
the document takes time. But the writing sharpens your thinking and focuses your attention to the
key elements of the work. It is harder to get away with generalities in a written document than in oral
presentation – this makes your work better and the learning deeper for both the presenter and the
discussants. Early in the semester, as you brainstorm and converge to a project idea, you use a Press
Release and FAQ format (like this document). Once you commit to a promising digital innovation idea
and move on to the analysis, you use a four-page narrative structure to report on your progress,
discuss your interim analyses or communicate decisions and solicit advice from classmates and the
professor (see appendix one for an example). With the No Presentation Class Project approach,
meetings are information-rich and efficient. Gone are the days of losing your audience during the
presentation only to receive superficial feedback and polite, but useless, questions. At the beginning
of the meeting, you provide participants with your four-page narrative. The first 15 minutes are silent
while each participant carefully reads your document and annotates it with comments, questions,
useful insights, and points of disagreement. Upon completion of the reading, you manage a 20minute discussion session where careful consideration is given to every aspect of your proposal,
analysis, or progress report. You may start by gathering overall comments or dive into specifics
immediately. Either way you do not need to summarize or rehash the information because each
participant will have a very crisp understanding of your current progress. Everyone will be polite and
respectful in their comments, but the culture of the meeting is one of candidly and frankly
challenging the idea, data, assumptions, analysis, and conclusions. The more thought-provoking the
contributions of the meeting participants, the more tangible and significant will be the improvements
to your digital innovation idea and analysis ahead of the next meeting. Everyone is a collaborator
seeking to improve your work, the byproduct of this process is greater learning for all involved.
“The No Presentation Class Project approach is a step change in Information Systems pedagogy,” says
Beth Golub, CEO of Prospect Press. “In combination with the analytical frameworks and updated
content of our book, Information Systems for Managers, learning maximization is ensured.”
“I was worried at first. I am used to doing oral presentations, but I had never done this type of
narratives. The No Presentation Class Project approach allowed us to improve our digital innovation by
leveraging insight from the best classmates,” said Blake Ives, an LSU student enrolled in ISDS 3100,
Introduction to Information Systems. “My teammates and I are now participating in a business plan
completion, and I feel that the way the idea evolved makes it a compelling product. We may need to
give shares in our startup to our classmates given how much they helped develop our thinking!”

Internal FAQs
1. Why is the no presentation approach so well suited to projects focused on digital innovation and
strategy? Because wisdom can’t be told, as Charles Gragg wrote in 1940.3 The heart of the
problem is that while the sciences are Complex but Not Difficult, business is Simple but Not Easy.
That is, while the logic of business is intuitive – by low, sell high; develop great relationships with
customers, create new value – actually performing these feats systematically and reliably in the
face of competition feels more akin to black magic than science. The challenge in teaching
business then, lies is in devising pedagogical systems that help students develop the needed
wisdom to navigate ever-evolving business landscapes. Such challenge is arguably even more
3
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complex for those of us who teach Information Systems, where constantly evolving digital
technology continuously changes the competitive environment and shapes the opportunities for
value creation that our students are ultimately called upon to capture.
Why is the narrative four pages? The suggested rule of thumb is to leave about 2/3 of the time for
discussion. Devoting about 40 minutes of class time per team seems appropriate, which leads to
a reading time of about 15 minutes (assuming an average of about 200-250 words per minute
and allowing for slower readers). This time may need to be adjusted to ensure that participants
don’t feel compelled to skim the content but rather process it thoroughly.
Why do we have silent reading? Why not assign the narratives before class? Reading and
commenting on the narrative document is part of the meeting. The objective is to ensure that all
students process the material and to create a culture of deep thinking and insightful
contributions that permeates to other aspects of the course (e.g., case study discussions).
How will the team take advantage of the feedback? During the discussion one designated team
member will focus on taking notes and ensuring the feedback is not lost. Moreover, each
annotated document from the discussants will be provided to the presenting team at the end of
the meeting.
Why should we expect this approach to be superior to the traditional team presentation
approach? There are several drawbacks associated with oral presentations, many are discussed
in the PR. As suggested by Tufte, if the objective is to provide meeting participants with a
document with high information density, the written prose is the best approach. One could argue
that presentation skills are important. This is certainly true. But in the typical business school
today there is no shortage of student presentations. Using the No Presentation Class Project lets
students practice a new (superior) model.
What is the maximum number of students where everyone can participate in the discussion? I
have no easy answer to this question. I will be experimenting with this. For the coming semester I
will have five teams of five students in one section of the course, and two teams of five in the
other. I believe that in both cases I could allow everyone to contribute. However, I am thinking of
requiring each team to discuss and consolidate their feedback in the five minutes following the
reading. Then, on a rotating basis, have a student serve as “communication lead” and that
student should represent the feedback of the team. Of course, anyone who has a compelling
contribution during discussion is allowed to chime in.
Why not use a shared document? One approach to providing feedback is to post the team
narrative to a shared document online. This would allow all the comments to appear on it in real
time. There would also be no need for consolidating the feedback at the end. There are several
drawbacks to this approach. First, if the professor is to evaluate each participant’s (or
participating team’s) feedback, he/she needs the original comments, before the discussion.
Second, and more importantly, there is value in allowing everyone to post comments that are
unbiased by those of classmates or the professor, before engaging in discussion.
How much time should I devote to team meetings during the semester? This is another
challenging question. As of now I have planned to do two iterations on the PR/FAQ document and
three on the progress report narrative (where the students use the time in the meeting to report
on the progress of their research and analysis).
What projects work best? The approach described here can be used for any type of meeting. In
MBA and upperclassmen courses using the Information Systems for Managers book, the approach
supports the design and analysis of digital innovation. The focus is on the value proposition, not
the technology. For example, for a dog walking service using autonomous drones, it will be
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important to understand the technical viability and thoroughly analyze drone technology. But the
bulk of the analysis focuses on the customer (dog owners) and the value created for them.
Will the idea evolve during the analysis, or be “locked-in” once the last iteration of the PR/FAQ is
done? The PR/FAQ is a “living document,” one that will evolve until the end. However, once we
shift to progress reports, these evolutions of the PR/FAQ will not be discussed during the
meetings unless the team expressly requests it. The team will turn in the final PR/FAQ when they
hand out their final deliverable.
What if my class is large and there are many teams that need to present? This is a problem I will
confront, even though both my sections are relatively small by business school standards. At 40
min per team, I can only have two teams per class period present – we meet twice a week for 80
minutes. In the larger section this would mean having six class periods for PR/FAQ and nine class
periods for progress report meetings. That’s 50% of all available class sessions. What I plan to do
instead is to have each team present in class once for each type of meeting and meet the others
outside of class. To these outside of class meetings every other student in the course is invited,
but not required to participate. They will receive my feedback. But it is in the interest of the
presenting team to recruit the best colleagues and to choose a meeting time that works for them
to leverage their feedback. This approach enables the model to work without major disruptions
to class schedule. I am not sure what is the feasible upper limit.
What if my students are “phoning it in” and don’t put forth much effort? Clearly one of the
reasons why this approach works at Amazon, is that the firm has invested since its inception in
recruiting extremely talented and driven employees. While the transition to the no Power Point
model required adjustment, the system has contributed to Amazon’s recognized ability to
innovate like a startup, despite being a trillion-dollar business. Like any system, it will not work
unless people buy into the spirit of it and focus on doing more than the bare minimum to “get an
A.” My plan is to be very clear and very vocal about this need, to instill a culture of collaboration
and safe risk taking. I hope that having students deeply engaged in each other’s work will raise
the bar for everyone and create the right culture in the course.
How can you ensure students provide valuable feedback to colleagues? Contributions during the
team meetings are graded as elements of each team’s final score. The feedback each team writes
on the margin after the members read the narrative is collected and evaluated by me. This
however is a small portion of the grade. It is designed to help students become good contributors
and not to motivate behavior. I believe that motivation through grades is both philosophically
wrong and ineffective.
How long do you expect students to spend on writing? Bryar and Carr say: “Narratives are
designed to increase the quantity and quality of effective communication in your organization—
by an order of magnitude over traditional methods. Creating such solid narratives requires hard
work and some risk-taking. Good ones take many days to write. The team writing the narrative
toils over the topic, writes its first draft, circulates and reviews and iterates and repeats, then
finally takes the vulnerable step of saying to their management and their peers, ‘Here’s our best
effort. Tell us where we fell short.’”4 I expect this to be the same in my class. However, consider
that the writing is where the learning occurs. As the teams rewrites the narrative, they are
clarifying doubts, sharpening the focus, gathering data to support their thinking… in short, they
are doing the work they should do for any digital strategy or digital innovation project. The
narrative structure just brings focus to the effort.

Colin Bryar and Bill Carr (2021) Working Backwards: Insights, Stories, and Secrets from Inside Amazon. Pan Macmillan
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Appendix 1 – Sample Analytical Narrative Discussing Amazon Six-Page Narratives5
Dear PowerPoint: It’s Not You, It’s Us
Our decision-making process simply has not kept up with the rapid growth in the size and
complexity of our business. We therefore advocate that, effective immediately, we stop using
PowerPoint at S-Team meetings and start using six-page narratives instead.
What’s Wrong with Using PowerPoint?
S-Team meetings typically begin with a PowerPoint (PP) presentation that describes some proposal
or business analysis for consideration. The style of the deck varies from team to team, but all share
the constraints imposed by the PowerPoint format. No matter how complex or nuanced the
underlying concepts, they are presented as a series of small blocks of text, short bullet-pointed lists,
or graphics.
Even the most ardent PP fans acknowledge that too much information actually spoils the deck.
Amazon’s bestselling book on PowerPoint describes three categories of slides:
1. 75 words or more: A dense discussion document or white paper that is not suitable for a
presentation—it’s better distributed in advance and read before the meeting.
2. 50 words or so: A crutch for the presenter who uses it as a teleprompter, often turning away
from an audience while reading aloud.
3. Even fewer words: A proper presentation slide, used to visually reinforce primarily spoken
content. The presenter must invest time to develop and rehearse this type of content.*
One widely accepted rule of thumb, the so-called 6x6 Rule, sets a maximum of six
bullet points, each with no more than six words. Other guidelines suggest limiting text to no more
than 40 words per slide, and presentations to no more than 20 slides. The specific numbers vary,
but the theme—limiting information density—is a constant. Taken as a whole, these practices point
to a consensus: there’s only so much information one can fit into a PP deck without confusing, or
losing, one’s audience. The format forces presenters to condense their ideas so far that important
information is omitted.
Pressed against this functional ceiling, yet needing to convey the depth and breadth of their team’s
underlying work, a presenter—having spent considerable time pruning away content until it fits the
PP format—fills it back in, verbally. As a result, the public speaking skills of the presenter, and the
graphics arts expertise behind their slide deck, have an undue—and highly variable—effect on how
well their ideas are understood. No matter how much work a team invests in developing a proposal
or business analysis, its ultimate success can therefore hinge upon factors irrelevant to the issue at
hand.
We’ve all seen presenters interrupted and questioned mid-presentation, then struggle to regain
their balance by saying things like, “We’ll address that in a few slides.” The flow becomes turbulent,
the audience frustrated, the presenter flustered. We all want to deep dive on important points but
have to wait through the whole presentation before being satisfied that our questions won’t be
answered somewhere later on. In virtually every PP presentation, we have to take handwritten
notes throughout in order to record the verbal give-and-take that actually supplies the bulk of the
information we need. The slide deck alone is usually insufficient to convey or serve as a record of
the complete argument at hand.
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Our Inspiration
Most of us are familiar with Edward Tufte, author of the seminal (and Amazon bestselling) book The
Visual Display of Quantitative Information. In an essay titled “The Cognitive Style of PowerPoint:
Pitching Out Corrupts Within,” Tufte encapsulates our difficulties precisely:
As analysis becomes more causal, multivariate, comparative, evidence based, and resolutionintense, the more damaging the bullet list becomes.
This certainly describes S-Team meetings: complex, interconnected, requiring plenty of information
to explore, with greater and greater consequences connected to decisions. Such analysis is not well
served by a linear progression of slides, a presentation style that makes it difficult to refer one idea
to another, to fully express an idea in sparsely worded bits of text, and to enlighten instead of
distract with visual effects. Rather than making things clear and simple, PowerPoint is stripping our
discussions of important nuance.
Tufte’s essay proposes a solution. “For serious presentations,” he writes, “it will be useful to replace
PowerPoint slides with paper handouts showing words, numbers, data graphics, images together.
High-resolution handouts allow viewers to contextualize, compare, narrate, and recast evidence. In
contrast, data-thin, forgetful displays tend to make audiences ignorant and passive, and also to
diminish the credibility of the presenter.”
He goes on: “For serious presentations, replace PP with word-processing or page- layout software.
Making this transition in large organizations requires a straightforward executive order: From now
on your presentation software is Microsoft Word, not PowerPoint. Get used to it.” We’ve taken this
recommendation to heart, and we now propose to follow his advice.
Our Proposal: Banish PP in Favor of Narratives
We propose that we stop using PowerPoint in S-Team meetings immediately and replace it with a
single narrative document. These narratives may sometimes include graphs and bulleted lists,
which are essential to brevity and clarity, but it must be emphasized: merely reproducing a PP deck
in written form will NOT be acceptable. The goal is to introduce the kind of complete and selfcontained presentation that only the narrative form makes possible. Embrace it.
Our Tenet: Ideas, Not Presenters, Matter Most
A switch to narratives places the team’s ideas and reasoning center stage, leveling the playing field
by removing the natural variance in speaking skills and graphic design expertise that today plays
too great a role in the success of presentations. The entire team can contribute to the crafting of a
strong narrative, reviewing and revising it until it’s at its very best. It should go without saying—
sound decisions draw from ideas, not individual performance skills.
The time now spent upon crafting gorgeous, graphically elegant slide presentations can be
recaptured and used for more important things. We can give back the time and energy now wasted
on rehearsing one’s time at the podium and relieve a major, unnecessary stressor for many team
leaders. It won’t matter whether the presenter is a great salesperson, a complete introvert, a new
hire out of college, or a VP with 20 years of experience; what matters will be found on the page.
Last, the narrative document is infinitely portable and scalable. It is easy to circulate. Anyone can
read it at any time. You don’t need handwritten notes or a vocal track recorded during the big
presentation to understand its contents. Anyone can edit or make comments on the document, and
they are easily shared in the cloud. The document serves as its own record.

6

The Readers’ Advantage: Information Density and Interconnection of Ideas
One useful metric for comparison is what we call the Narrative Information Multiplier (tip of the hat
to former Amazon VP Jim Freeman for coining this term). A typical Word document, with text in Arial
11-point font, contains 3,000–4,000 characters per page. For comparison, we analyzed the last 50 STeam PowerPoint slide presentations and found that they contained an average of just 440
characters per page. This means a written narrative would contain seven to nine times the
information density of our typical PowerPoint presentation. If you take into account some of the
other PowerPoint limitations discussed above, this multiplier only increases.
Tufte estimates that people read three times faster than the typical presenter can talk, meaning
that they can absorb that much more information in a given time while reading a narrative than
while listening to a PP presentation. A narrative therefore delivers much more information in a
much shorter time.
The Narrative Information Multiplier is itself multiplied when one considers how many such
meetings S-Team members attend in a single day. A switch to this denser format will allow key
decision-makers to consume much more information in a given period of time than with the
PowerPoint approach.
Narratives also allow for nonlinear, interconnected arguments to unfold naturally— something that
the rigid linearity of PP does not permit. Such interconnectedness defines many of our most
important business opportunities. Moreover, better-informed people make higher-quality decisions,
and can deliver better, more detailed feedback on the presenting teams’ tactical and strategic plans.
If our executives are better informed, at a deeper level, on a wider array of important company
initiatives, we will gain a substantial competitive advantage over executives elsewhere who rely on
traditional low-bandwidth methods of communication (e.g., PP).
The Presenters’ Advantage: Forces Greater Clarity of Thought
We know that writing narratives will likely prove to be harder work than creating the PP
presentations that they will replace; this is actually positive. The act of writing will force the writer to
think and synthesize more deeply than they would in the act of crafting a PP deck; the idea on
paper will be better thought out, especially after the author’s entire team has reviewed it and
offered feedback. It’s a daunting task to get all the relevant facts and all one’s salient arguments
into a coherent, understandable document—and it should be.
Our goal as presenters is not to merely introduce an idea but to demonstrate that it’s been carefully
weighed and thoroughly analyzed. Unlike a PP deck, a solid narrative can —and must—
demonstrate how its many, often disparate, facts and analyses are interconnected. While an ideal
PP presentation can do this, experience has shown that they rarely do in practice.
A complete narrative should also anticipate the likely objections, concerns, and alternate points of
view that we expect our team to deliver. Writers will be forced to anticipate smart questions,
reasonable objections, even common misunderstandings— and to address them proactively in
their narrative document. You simply cannot gloss over an important topic in a narrative
presentation, especially when you know it’s going to be dissected by an audience full of critical
thinkers. While this may seem a bit intimidating at first, it merely reflects our long-standing
commitment to thinking deeply and correctly about our opportunities.
The old essay-writing adage “State, support, conclude” forms the basis for putting a convincing
argument forward. Successful narratives will connect the dots for the reader and thus create a
persuasive argument, rather than presenting a disconnected stream of bullet points and graphics
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that leave the audience to do all the work. Writing persuasively requires and enforces clarity of
thought that’s even more vital when multiple teams collaborate on an idea. The narrative form
demands that teams be in sync or, if they are not, that they clearly state in the document where
they are not yet aligned.
Edward Tufte sums up the benefits of narratives over PP with his own blunt clarity: “PowerPoint
becomes ugly and inaccurate because our thoughts are foolish, but the slovenliness of PowerPoint
makes it easier for us to have foolish thoughts.”
How to Conduct a Meeting in This New Format
Narratives would be distributed at the start of each meeting and read by all in attendance during
the time normally taken up by the slide deck—approximately the first 20 minutes. Many will want to
take notes, or annotate their copy, during this time. Once everybody signals their readiness,
conversation about the document begins.
We know that people read complex information at the rough average of three minutes per page,
which in turn defines the functional length of a written narrative as about six pages for a 60-minute
meeting. Our recommendation is therefore that teams respect the six-page maximum. There will
no doubt be times when it feels difficult to condense a complete presentation into this size, but the
same limitation—which is really one of meeting lengths—faces PP presenters as well. We believe
that six pages should be enough, but we will review over time and revise if necessary.
Conclusion
PowerPoint could only carry us so far, and we’re thankful for its service, but the time has come to
move on. Written narratives will convey our ideas in a deeper, stronger, more capable fashion while
adding a key additional benefit: they will act as a forcing function that shapes sharper, more
complete analysis. Six-page narratives are also incredibly inclusive communication, precisely
because the interaction between the presenter and audience is zero during reading. No biases
matter other than the clarity of reasoning. This change will strengthen not just the pitch, but the
product—and the company—as well.
FAQ
Q: Most other companies of our size use PowerPoint. Why do we need to be different,
and what if this switch turns out to be the wrong move?
A: In simplest terms, we see a better way. Amazon differs from other major companies
in ways that help us stand out, including our willingness to go where the data lead and seek better
ways of doing familiar things. If this move doesn’t work out, we’ll do what we always do—iterate and
refine, or roll it back entirely if that’s what the results show us is best.
Q: Why not distribute the narrative ahead of the meeting so we’re ready?
A: The short time between distribution and the meeting might not give all attendees sufficient time
for that task. Also, since the document replaces the deck, no time is lost by dedicating this phase of
the meeting to a silent reading that brings everybody up to speed before Q&A begins. Last but
certainly not least, this gives each
presenting team the most possible time to complete and refine their presentation.
Q: My team has proven to be very good at PP presentations—do we HAVE to switch? A: YES. One
danger of an unusually strong PP presentation is that the stage presence or
charm of the presenter can sometimes unintentionally blind the audience to key questions or
concerns. Slick graphics can distract equally well. Most importantly, we’ve shown that even the best
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use of PP simply cannot deliver the completeness and sophistication that narratives can.
Q: What if we put our PP deck into printed form and add some extended comments to strengthen
and extend the information content?
A: NO. Reproducing PP on paper also reproduces its weaknesses. There’s nothing one can do in PP
that cannot be done more thoroughly, though sometimes less attractively, in a narrative.
Q: Can we still use graphs or charts in our narratives?
A: YES. Most complex issues derive key insights from data and we expect that some of
that data may be best represented in the form of a chart or graph. However, we do not expect that
graphics alone can make the compelling and complete case we expect from a true written narrative.
Include them if you must, but don’t let graphics predominate.
Q: Six pages feels short. How much can we fit onto a page?
A: The six-page limit acts as a valuable forcing function that ensures we only discuss the
most important issues. We also set aside 20 minutes for reading and expect that every attendee
can read the entire thing during that time. Please don’t fall prey to the temptation to fiddle with
margins or font size to squeeze more into the document. Adding density to stay under the six-page
limit works against this goal and tempts writers to stray into less important areas of consideration.
Q: How will we measure the success of this change?
A: Great question. We have not been able to identify a quantitative way to measure the
quality of a series of S-Team decisions today, nor are we proposing a metric at this time. Comparing
the two approaches will be a qualitative exercise. We propose implementing narratives for the next
three months and then polling the S-Team to ask if they’re making better-informed decisions.
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Appendix 2 – Sample PR/FAQ Narrative for a Digital Innovation6
Example: Blue Corp. Announces the Launch of Melinda, the Smart Mailbox
Melinda is the physical mailbox designed to securely receive and keep safe all your e-commerce and
grocery deliveries.
PR Newswire, Atlanta, GA, November 5, 2019
Today Blue Corp. announced the launch of Melinda, a smart mailbox that ensures secure and
properly chilled delivery and storage for your online purchases and groceries. With Melinda, you no
longer need to worry about getting your deliveries stolen from your doorstep or spoiled groceries.
Plus, you’re notified as soon as your packages are delivered. Packed with smart technology, Melinda
costs just $299.
Today, 23 percent of online shoppers report having packages stolen from their front porch, and 19
percent complain of grocery deliveries being spoiled. With no easy solution to these problems,
customers give up and stop ordering online.
Melinda, with its smart technology and insulation, makes stolen packages and spoiled groceries a
thing of the past. Each Melinda includes a camera and a speaker. When a delivery courier arrives at
your home, Melinda tells the courier to scan the package barcode by holding it up to the camera. If
the code is valid, the front door opens and Melinda instructs the courier to place the package inside
and close the door securely. The built-in scale in the base of each Melinda verifies that the weight of
the delivery matches the weight of the item(s) you ordered. The courier receives a voice confirmation,
and your purchase is safe and secure. Melinda sends you a text letting you know that your item
arrived along with a video of the courier making the delivery.
When you return home and are ready to retrieve your delivery, just use the built-in fingerprint reader
to unlock the door. Melinda can store and recognize up to ten saved fingerprints so that all members
of your family can access Melinda.
Do you use Instacart, Amazon, or Walmart for online grocery delivery? If so, are you tired of spoiled
groceries in the hot sun? Melinda keeps your chilled and frozen food cold. The walls of Melinda are
two inches thick and made with the same pressure- injected foam used in the best coolers, keeping
your groceries cool for up to twelve hours.
Melinda fits easily on your porch or stoop, taking up just a few feet of space, and you can choose
from a variety of colors and finishes to make Melinda an attractive addition to the appearance of
your home.
“Melinda is a breakthrough in safety and convenience for online shoppers,” says Lisa Morris, CEO of
Blue Corp. “In creating Melinda we combined a number of the latest technologies at the low price of
just $299.”
“Melinda is a lifesaver,” said Janet Thomas, a frequent online shopper and customer of Instacart. “It is
so frustrating when one of my packages is stolen from my front porch, and it can be time-consuming
to work with customer support to get a refund. I use Instacart every week for grocery delivery, and
many times I am not home when my groceries arrive. I love knowing that they are kept cool and
secure in my Melinda. I selected the natural teak finish for my Melinda—it looks great on my front
porch.”
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To order your Melinda, simply visit keepitcoolmelinda.com, or visit amazon.com, walmart.com,
Walmart stores, and other leading retailers.
Internal FAQs
Q: How large is the estimated consumer demand for Melinda?
A: Based on our research, we estimate that ten million households in the United States, Europe, and
Asia would want to buy Melinda at a $299 price point.
Q: Why is $299 the right price point?
A: There are no directly comparable products in the marketplace today. One similar
product is Amazon Key, which allows couriers access to your home, garage, or car using smart lock
technology. Another similar product is Ring Doorbell, which ranges in price from $99 to $499. We
based our price on customer surveys and focus groups combined with the price needed to ensure
profitability.
Q: How does Melinda recognize barcodes on packages?
A: We will license barcode-scanning technology from Green Corp. at a cost of $100K
per year. In addition, we need to develop an API that will allow us to link a Melinda customer account
with any e-commerce provider (Amazon, Walmart, eBay, OfferUp, etc.), which provides us with the
item tracking number from the e-commerce or delivery merchant. This way we can recognize the
barcode with the package tracking number and know either the exact or an estimated weight for
each item.
Q: What if a customer receives an order from an e-commerce provider and they haven’t linked their
account yet?
A: We make it easy for customers to link their orders because we will offer a browser plug-in for
Melinda customers that detects when they place an order with an e- commerce provider, which then
links their account and the order details to their Melinda.
Q: Why will e-commerce providers like Amazon and Walmart be willing to share these package
delivery details with us? What is in it for them?
A: We believe we can convince them that the customer experience benefits will enable them to
increase their sales. In addition, we will work closely with their business and legal groups to ensure
that we handle their customer data in ways that meet their stringent requirements. Alternatively, we
will offer a simple UI for customers to copy and paste each tracking number from their e-commerce
provider to the Melinda app.
Q: What happens if a customer gets more than one delivery in a day?
A: Melinda can accept multiple deliveries each day until the unit is full.
Q: What if the package is too big for Melinda?
A: Packages exceeding 2ʹx2ʹx4ʹ won’t fit in Melinda. Melinda can still record the
delivery person and scan the barcode, but the item is stored outside Melinda.
Q: How does Melinda prevent a courier from stealing items that are already in Melinda
from a prior order?
A: There are several ways. The first is that the forward-facing camera records any
activity or access to Melinda. The second is that there is a scale at the base of the unit
This fictitious PR/FAQ is designed to illustrate the kinds of thinking and problems that the author and
readers of a PR/FAQ should consider.
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The product itself is both realistic and unrealistic. The customer problem of stolen packages and
melting groceries is very real (although the research/stats here are phony), and the various
components and technologies all exist. The Melinda, as described, is not realistic in that the costs are
almost certainly underestimated (the product is overly complex), and the total addressable market
for the product is probably very small.
However, the example enables us to illustrate the ways in which the PR/FAQ process helps authors
assess the viability of any new product by
that detects the weight of the shipment and verifies that this matches the item(s) ordered. If a second
delivery is made in one day, Melinda knows the weight of the first delivery and the estimated weight
of the second delivery, so if the net weight is lower, Melinda knows that the courier has removed
something and will sound an alarm.
Q: What is the estimated bill of materials (BOM) or cost to manufacture each Melinda, and how much
profit will we make per unit?
A: The estimated BOM is $250 for each Melinda, meaning that our gross profit per unit is $49. The
most expensive parts in Melinda are the shell and insulation ($115), the fingerprint reader ($49), and
the scale.
Q: What is the power source for Melinda?
A: Melinda requires a standard AC outlet.
Q: What size team is required to build Melinda?
A: We estimate that we need a team of 77 at an annualized cost of $15 million. There are
several teams required to build Melinda, but these can be broken down into hardware and software
teams. On the hardware side, we need a team for each of the following:
The physical shell, color choices, and finishes (6)
Integration of the various smart and mechanical components, including the fingerprint reader, the
camera, the automatic (open/close) door, the speaker, and the camera (12)
On the software side, we will need a team for each of the new services. Below is our current
assessment of what teams will be required and how many people should be on each team, including
product managers, engineers, designers, and so on:
Voice commands to couriers (10)
Fingerprint capture and storing (8)
Package tracking and item weight details (11) Barcode reader (7)
API to link e-commerce accounts to Melinda (12) Browser plug-in/web interface for account linking (5)
Melinda app for iOS and Android (6)
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Appendix 3 – Useful Questions driving PR/FAQ Narratives for a Digital Innovation7
While the PR does not include any exhibits or visuals, they can be an integral part of the FAQ section.
Appendices, as with this document, are also useful and can be used. Appendices do not count against
the page limit, but they will not be read during the meeting. Their main purpose is to serve as
reference during the discussion. Pro forma P&L, mock-ups or wireframes for apps, data tables
summarizing research results are typical visuals to be included in FAQs or the appendices. It is useful
to separate FAQs into external (customer focused) and internal (focused on your company and
execution of the idea).
The following is a list of questions you should address. This is a sample, and it will change with the
specifics of your idea, but it is a good start:
Consumer Needs and Total Addressable Market (TAM)
1. How many consumers have this need or problem?
How big is the need?
2. For how many consumers is this problem big enough that they are willing to spend money to
do something about it?
3. If so, how much money would they be willing to spend?
4. How many of these consumers have the characteristics/capabilities/constraints necessary to
make use of the product?
In the case of Melinda (appendix 2), these questions lead to the elimination of people who:
• don’t have enough space on their front porch for this product
• don’t have a front porch or similar outdoor area with access to the street at all (e.g., most
apartment dwellers)
• don’t have a suitable source of electricity
• wouldn’t be pleased to have a large storage/mailbox on their front porch
• don’t receive many deliveries or deliveries that need refrigeration don’t live in areas where
package theft is a problem
• don’t have interest or ability to pay $299 to answer the need
Answering these and similar questions require data gathering and analysis (e.g., how many detached
homes are there in a given area?) and helps estimate TAM – with a wider margin of error the more
novel and unique the idea is. Melinda, for example, is most likely to appeal to a small market,
questioning its true viability.
Economics and P&L
5. What are the per-unit economics of the device? That is, what is the expected gross profit and
contribution profit per unit?
6. What is the rationale for the price point you have chosen for the product?
7. How much will we have to invest up front to build this product in terms of people, technology,
inventory, warehouse space, and so on?
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For new products, the up-front investment is a major consideration. In the case of Melinda, there is a
requirement for 77 people to work on the hardware and software, for an annualized cost of roughly
$15 million. This means that the product idea needs to have the potential to earn well in excess of
$15 million per year in gross profit to be worth building. Some of the best new product proposals set
a not-to-exceed price point because it forces the team to innovate within that constraint and face the
tough trade-offs early on. The problem(s) associated with achieving that price point should be fully
explained and explored in the FAQ.
Dependencies on needed partners/vendors
8. How will we convince partners and other ecosystem participants to actually use this device
instead of their current/standard delivery methods?
9. How will we ensure that partners (who don’t work for you and over whom you have no
control) will use your digital innovation properly and bother to actually invest the time and
effort to do so?
10. Will it take more time (which is precious) for them to adjust to your required business
process?
11. What third-party technologies are we dependent on for the digital innovation to function as
promised?
A common mistake among less-seasoned product managers is to not fully consider how third parties
who have their own agendas and incentives will interact with their product idea, or what potential
regulatory or legal issues might arise. In the case of Melinda, success largely depends on the
willingness of delivery curriers (e.g., Instacart, Walmart, UPS, FedEx) to adapt to and properly use
Melinda. Without the correct package tracking data or the cooperation of the companies that own
that data and the couriers who deliver the packages, Melinda (as described) would be useless. A good
PR/FAQ honestly and accurately assesses these dependencies and describes the specific concepts or
plans for the product to solve them.
Feasibility
12.
13.
14.
15.

What are the challenging product engineering problems we will need to solve?
What are the challenging customer UI problems we will need to solve?
What are the third-party dependencies we will need to solve?
How will we manage the risk of the up-front investment required?

These questions are intended to help the author clarify to the reader what level of invention is
required and what kind of challenges are involved in developing and implementing the digital
innovation. These vary substantially by innovation type and degree of novelty. In the case of Melinda,
no new technologies need to be developed or employed. The user interface is also familiar. But thirdparty dependencies likely present a substantial challenge.
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